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ABSTRAK 
 
 
Purchase intention mengacu pada situasi ketika pelanggan bersedia dan 
berniat untuk terlibat dalam transaksi. Purchase intention sebagai suatu tahapan 
keinginan konsumen dalam menentukan perilakunya sebelum melakukan 
pembelian actual yang dapat berupa purchase behavior. Purchase intention dapat 
terjadi disebabkan beberapa hal antara lain level of trust in the labeling, perceived 
behavioral control, dan attitude. Tujuan dari penelitian ini adalah untuk mengetahui 
pengaruh level of trust in the labeling, perceived behavioral control, dan attitude 
terhadap purchase behavior melalui purchase intention sebagai mediator pada 
IKEA di Surabaya.  
Populasi yang digunakan dalam penelitian ini adalah konsumen IKEA di 
Surabaya. Teknik pengambilan sampel menggunakan purposive sampling dengan 
syarat pernah membeli produk private label IKEA. Jumlah sampel yang diteliti 
sebanyak 180 orang konsumen.  
Variabel dalam penelitian ini adalah level of trust in the labeling, perceived 
behavioral control, dan attitude sebagai variabel eksogen serta purchase intention 
dan purchase behavior sebagai variabel endogen. Selanjutnya, penulis mengolah 
data hasil penelitian menggunakan Lisrel 8.80 untuk memperoleh kesimpulan yang 
signifikan berdasarkan hasil penelitian tersebut. Berdasarkan pengujian hipotesis 
yang telah dihitung, maka hasil penelitan ini yaitu level of trust in the labeling, 
perceived behavioral control, dan attitude dapat mempengaruhi purchase behavior 
dengan melalui purchase intention sebagai mediator. 
 
Kata Kunci:  Level Of Trust In The Labeling, Perceived Behavioral Control, 
Attitude, Purchase Intention, Purchase Behavior. 
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THE EFFECT OF LEVEL OF TRUST IN THE LABELING, PERCEIVED 
BEHAVIORAL CONTROL AND ATTITUDE TO CONSUMERS 
PURCHASE BEHAVIOR IN IKEA SURABAYA WITH PURCHASE 
INTENTION AS MEDIATOR 
 
ABSTRACT 
Purchase intention refers to the situation when the customer is willing and 
intends to engage the transaction. Purchase intention as a stage of consumer desire 
in determining its behavior before making which can be called purchase behavior. 
Purchase intention can occur due to several things, such as the level of trust in the 
labeling, perceived behavioral control, and attitude. The purpose of this study is to 
determine the influence of level of trust in the labeling, perceived behavioral 
control, and attitude towards purchase behavior through purchase intention as 
mediator on IKEA in Surabaya.  
The population used in this research is IKEA consumer in Surabaya. 
Sampling techniques that being used is purposive sampling on the condition have 
purchased the IKEA private label products. The number of samples studied by 180 
consumers.  
The variables in this study are levels of trust in the labeling, perceived 
behavioral control, and attitude as exogenous variables as well as the purchase 
intention and purchase behavior as endogenous variables. Furthermore, the authors 
process the research results using Lisrel 8.80 to obtain significant conclusions based 
on the results of the study. Then the results of this research is the level of trust in 
the labeling, perceived behavioral control, and attitude can affected the purchase 
behavior through the purchase intention as mediator. 
 
Keyword:  Level Of Trust in the Labeling, Perceived Behavioral Control, Attitude, 
Purchase Intention, Purchase Behavior. 
